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Diabetes is a serious disease that threatens our people’s health. At present, 
there are over 60 million diabetics in China. Insulin pumps are widely considered 
as the first choice of medical instrument to inject insulin. The market demand on 
insulin pumps are yearly increasing, which shows a very promising market 
prospects. Insulin Pump-F is the best seller among homemade insulin pumps in 
domestic market now. However, it only occupies a small market share and the 
imported insulin pumps hold the major share. 
By analysis, this thesis indicates that the major clients are large hospitals and 
diabetics. The key factors that may influence the purchase are price, performance, 
quality and service. The advice from experts plays an important role on clients to 
purchase the insulin pumps. In the severe competition in insulin pump market, 
opportunity and threat exist side by side. An effective marketing strategy for 
Insulin Pump-F should be formulated by exerting its advantages, capturing 
opportunities to further expand its market share. 
This thesis further analyses the interior and exterior factors of Insulin 
Pump-F by Porter's Five Forces model and SWOT, subdivides the insulin pump 
market in China and defines the proper target market and market positioning for 
Insulin Pump-F, based on characteristics of insulin pump. It is magnificent to 
formulate a proper marketing strategy for Insulin Pump-F under the guidance of 
sales theories for pursuing the customer satisfaction, establishing the customer 
loyalty, promoting brand value and programming the market goal so as to further 
strengthen the competitiveness.  
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第一章  绪 论 
第一节  写作背景 
当今，全球人类的健康面临糖尿病的威胁日益严重，糖尿病患病率和糖
尿病患者数快速增长。根据国际糖尿病联盟（International Diabetes 






口中，糖尿病患者超过 6000 万人， 糖尿病的发病率由 1980 年的 1%增加到
3.6%[2]。2007-2008 年中国糖尿病流行病学调查显示，我国沿海地区 2 型糖
尿病的发病率为 8%～12%②。据专家预测，今后十年，糖尿病在我国的发病率
将快速增长，有可能在本世纪末达到 14%左右。 
注射胰岛素是治疗糖尿病的主要方法，1 型糖尿病病人和 40%的 2 型糖
尿病病人需要注射胰岛素治疗[3]。胰岛素泵有“人工胰腺”之称，胰岛素泵







胰岛素泵于 1997 年由美国 MiniMed 公司率先引入中国市场，随后各种
                                                        
① Cockram C S. Diabetes mellitus: perspective from the Asia-Pacific region[J]. Diabetes Res Clin Pract, 2000, 
50 Suppl 2:S3-7. 
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第二节  麦卡锡 4Ps 营销理论 



















































第三节  劳朋特的 4Cs 理论 
随着工业的飞速发展，以厂商为中心的封闭式营销理论越来越难以适应时
代的要求。1990 年，美国学者劳朋特针对 4Ps 理论存在的问题，提出了一种
与其相对应的全新的营销 4Cs 理论，重新设定了市场营销组合的四个要素：消
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